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PENUTUP

5.1. Kesimpulan

Penelitian ini bertujuan untuk mengetahui seberapa besar pengaruh kualitas
merek, asosiasi merek, kesadaran merek, dan loyalitas merek terhadap keputusan
pembelian konsumen Tokopedia di wilayah Yogyakarta. Berdasarkan hasil analisis
data yang telah dilakukan, ditemukan bahwa keempat variabel tersebut memberikan
pengaruh positif dan signifikan terhadap keputusan konsumen dalam melakukan
pembelian melalui platform Tokopedia.

Pertama, kualitas merek terbukti memberikan pengaruh positif dan
signifikan terhadap keputusan pembelian, dengan nilai signifikansi sebesar 0,000
dan Adjusted R’ sebesar 0,608. Hal ini menunjukkan bahwa semakin baik persepsi
konsumen terhadap kualitas merek Tokopedia, misalnya dalam hal keandalan
layanan, kecepatan pengiriman, dan keamanan transaksi, maka semakin tinggi pula
kecenderungan mereka untuk melakukan pembelian di platform tersebut.

Kedua, asosiasi merek juga memberikan pengaruh positif dan signifikan
terhadap keputusan pembelian, dengan nilai signifikansi sebesar 0,000 dan
Adjusted R? sebesar 0,664. Ini mengindikasikan bahwa persepsi positif konsumen
terhadap citra Tokopedia, seperti pandangan bahwa Tokopedia adalah platform
terpercaya, inovatif, dan mudah digunakan, turut memperkuat niat mereka untuk

bertransaksi.

57



58

Selanjutnya, kesadaran merek memberikan pengaruh yang signifikan
terhadap keputusan pembelian, dengan nilai signifikansi 0,000 dan Adjusted R’
sebesar 0,528. Artinya, tingkat familiaritas konsumen terhadap merek Tokopedia,
termasuk seberapa sering mereka melihat atau mendengar tentang merek ini, sangat
memengaruhi keputusan mereka dalam memilih platform e-commerce untuk
berbelanja.

Terakhir, loyalitas merek difemukan sebagai faktor yang paling dominan
dalam memengaruhi keputusan pembelian. Dengan nilai signifikansi 0,000 dan
Adjusted R? sebesar 0,762, loyalitas merek menunjukkan pengaruh yang paling kuat
dibandingkan variabel lainnya. Konsumen yang memiliki loyalitas tinggi terhadap
Tokopedia cenderung melakukan pembelian ulang dan menjadikan platform ini
sebagai pilihan utama dalam berbelanja online. Hal ini menegaskan pentingnya
menjaga dan meningkatkan loyalitas pelanggan sebagai strategi utama dalam

mempertahankan dan meningkatkan penjualan di Tokopedia.

5.2. Implikasi Manajerial
Hasil penelitian ini diharapkan dapat memberikan beberapa pelajaran
penting bagi pihak manajemen Tokopedia dan pelaku bisnis e-commerce lainnya:
1. Fokus utama sebaiknya diarahkan pada peningkatan loyalitas
konsumen. Loyalitas terbukti menjadi faktor paling kuat yang
mendorong pembelian. Tokopedia perlu menjaga dan meningkatkan
loyalitas pelanggan melalui program-program seperti poin reward,
layanan pelanggan yang responsif, jaminan pengembalian barang, dan

diskon khusus bagi pelanggan setia.
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2.  Perusahaan juga perlu mengevaluasi kembali strategi yang
berhubungan dengan brand awareness dan brand association. Jika
promosi atau kampanye yang dilakukan selama ini belum
menghasilkan dampak signifikan terhadap keputusan pembelian,
maka strategi komunikasi dan pesan merek perlu diperbaiki agar lebih
menyentuh kebutuhan emosional dan rasional konsumen.

3.  Meskipun kualitas tidak terbukti signifikan secara statistik,
perusahaan tetap harus menjaga dan meningkatkan kualitas layanan
maupun produk. Kualitas adalah syarat minimum yang diharapkan
oleh konsumen. Ketika kualitas turun, loyalitas bisa terganggu dan

konsumen bisa berpindah ke kompetitor.

Keterbatasan Penelitian
Penelitian ini tentu memiliki beberapa keterbatasan yang perlu diperhatikan:

1. Profil Responden yang Kurang Variatif

Sebagian besar responden adalah pelajar dan mahasiswa, yang
kemungkinan memiliki perilaku belanja yang berbeda dengan orang dewasa
atau kelompok usia produktif yang sudah memiliki penghasilan tetap.
Perbedaan ini bisa memengaruhi hasil, terutama dalam hal loyalitas dan
daya beli.

2. Variabel yang Digunakan Masih Terbatas

Penelitian ini hanya meneliti empat faktor utama: kualitas, asosiasi merek,

kesadaran merek, dan loyalitas. Padahal, keputusan pembelian juga bisa
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dipengaruhi oleh banyak faktor lain seperti harga, promosi, review

pengguna, atau kemudahan dalam menggunakan aplikasi.

Saran Penelitian ke Depan

Agar penelitian serupa di masa mendatang dapat memberikan hasil yang

lebih komprehensif, berikut beberapa saran dari penulis yang dapat

dipertimbangkan:

1. Perluas Profil Responden
Libatkan responden dari berbagai usia, latar belakang pekerjaan, dan
wilayah geografis. Dengan begitu, hasil penelitian bisa lebih
merepresentasikan seluruh konsumen Tokopedia.

2. Tambahkan Variabel Lain yang lebih Relevan
Sertakan variabel tambahan seperti tingkat kepuasan pelanggan, harga,
pengalaman pengguna dengan aplikasi, atau ulasan konsumen. Ini bisa
membantu memberikan gambaran yang lebih utuh mengenai faktor-faktor

yang memengaruhi keputusan pembelian.
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LAMPIRAN

Lampiran 1. Kuesioner

Pengaruh Kualitas , Asosiasi Merek,
Kesadaran Merek dan Loyalitas Merek
Tokopedia terhadap Keputusan
Pembelian Konsumen

Halo semua

Perkenalkan, nama saya Martin Chandra Santoso, saya adalah salah satu mahasiswa
Universitas Atma Jaya Yogyakarta. Saat ini, saya sedang menyusun skripsi sebagai salah
satu syarat kelulusan S1 dengan judul "Pengaruh Kualitas , Asosiasi Merek, Kesadaran
Merek dan Loyalitas Merek Tokopedia terhadap Keputusan Pembelian Konsumen”

Pada penelitian ini, saya membutuhkan responden dengan kriteria sebagai berikut:

1. Sering / pernah melakukan pembelian produk online melalui e-commerce.

2. Mengetahui brand TOKOPEDIA.

3. Pernah membeli atau mempertimbangkan untuk membeli produk melewati TOKOPEDIA.

Oleh karena itu, saya mohon kesediaan teman-teman dengan kriteria di atas untuk mengisi
kuesioner berikut.

Bagi teman-teman yang ingin memberikan pertanyaan seputar kuesioner dapat
menghubungi saya melalui email: martincs428@gmail.com

Berikut adalah link pengisian kuesioner : https://forms.gle/jwwugsHuJijFQ5as5

Pertanyaan Filter

Apakah anda pernah melakukan pembelian produk online melalui Tokopedia? *

O Ya
O Tidak
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Pertanyaan Demografi Responden

Jenis Kelamin *

O Lakilaki

(O Perempuan

Pendidikan Terakhir *

SD/Sederajat
SMP/Sederajat
SMA/Sederajat
Diploma (D1/D2/D3)
Sarjana (S1)

Magister (S2)

OOO0OO0O0O0O0

Doktor (S3)

Jenis Pekerjaan *

(O Pelajar/Mahasiswa

(O Karyawan

(O wirausaha

O Other:

Usia *
O <18 Tahun
(O 18-25Tahun

(O 26-35tahun

(O >35Tahun
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Ketika saya ingin berbelanja online, Tokopedia adalah hal pertama yang saya
pikirkan.

O O O O O

Saya ingat salah satu iklan Tokopedia yang tayang di televisi atau media online. *

1 2 3 4 5

O O O O O

Saya bisa mengenali iklan dari Tokopedia hanya dengan melihat warna dominan. *

*
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Tokopedia memberikan pengalaman belanja online yang mudah sehingga dapat  *
digunakan oleh berbagai kalangan usia.

1 2 3 4 5

O O O O O

Tokopedia menawarkan banyak pilihan layanan pengiriman sehingga saya bisa  *
memilih yang paling murah.

1 2 3 4 5

O O O O O

Tokopedia sering memberikan promosi mulai dari cashback hingga Rp100.000  *
hingga gratis ongkir.

O O O O O

Tokopedia selalu menjual barang yang berkualitas. *
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Tokopedia memiliki fitur Live Chat yang dapat membantu saya untuk menawar ~ *
harga secara langsung.

O @ O O O

Berbelanja di Tokopedia lebih murah dibandingkan dengan aplikasi belanja online *
lainnya.

Tokopedia sering menggunakan artis K-pop sebagai brand ambassador. *

O O O O O

Berbelanja di Tokopedia memiliki tingkat kredibilitas yang tinggi. *
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Saya akan tetap menggunakan Tokopedia meskipun harganya lebih tinggi *
dibandingkan aplikasi lain.

O O O O O

Saya tidak melihat harga barang saat berbelanja di Tokopedia. *

Saya hanya akan menggunakan Tokopedia untuk berbelanja. *

O @) O O O

Saya akan menyarankan teman-teman saya untuk menggunakan Tokopedia saat *
berbelanja.
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Saya tidak mempertimbangkan aplikasi lain saat berbelanja (selain Tokopedia). *

O O O O O

Saya berbelanja dengan Tokopedia karena kebutuhan saya. *

Saya memilih menggunakan Tokopedia sebagai pilihan pertama ketika ingin
berbelanja.
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Lampiran 2. Jawaban Kuesioner

NO KM1 KM2 KM3 KM4 KI K2 K3 K4 AM1 AM2
AM3 AM4 LM1 LM2 LM3 LM4 KP1 KP2 KP3 KP4

1 5 5 5 5 5 5 5 5 5 5

5 5 5 5 5 5 5 5 5 5

10 3 5 5 5 4 4 4 4 4 4
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Lampiran 3. Hasil Olah Data

Uji Validitas
Correlations
KM1 KM2 KM3 KM4 KMTOTAL
KM1 Pearson Correlation 1 .160 .610™ 465" 762"
Sig. (2-tailed) 397 .000 .010 .000
N 30 30 30 30 30
KM2 Pearson Correlation .160 1 546" 770" 719™
Sig. (2-tailed) .397 .002 .000 .000
N 30 30 30 30 30
KM3 Pearson Correlation .610™ 546" 1 531 .859™
Sig. (2-tailed) .000 .002 .003 .000
N 30 30 30 30 30
KM4 Pearson Correlation 465" 770" 531" 1 .833"
Sig. (2-tailed) 010 .000 .003 .000
N 30 30 30 30 30
KMTOTAL Pearson Correlation 762" 719" .859™ 833" 1
Sig. (2-tailed) .000 .000 .000 .000
N 30 30 30 30 30

**_Correlation is significant at the 0.01 level (2-tailed).

Correlations

KM1 KM2 KM3 KM4 KMTOTAL
KM1 Pearson Correlation 1 .160 .610™ 465" 762"
Sig. (2-tailed) 397 .000 010 .000
N 30 30 30 30 30
KM2 Pearson Correlation .160 1 546" 770" 719"
Sig. (2-tailed) 397 .002 .000 .000
N 30 30 30 30 30
KM3 Pearson Correlation 610" 546" 1 531 .859™
Sig. (2-tailed) .000 .002 .003 .000
N 30 30 30 30 30
KM4 Pearson Correlation 465" 770" 531 1 .833™
Sig. (2-tailed) 010 .000 .003 .000
N 30 30 30 30 30
KMTOTAL Pearson Correlation 762" 719" .859™ 833" 1
Sig. (2-tailed) .000 .000 .000 .000
N 30 30 30 30 30
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Correlations

KM1 KM2 KM3 KM4 KMTOTAL
KM1 Pearson Correlation 1 .160 .610™ 465" 762"
Sig. (2-tailed) 397 .000 .010 .000
N 30 30 30 30 30
KM2 Pearson Correlation .160 1 546" 770" 719™
Sig. (2-tailed) .397 .002 .000 .000
N 30 30 30 30 30
KM3 Pearson Correlation 610" 546" 1 531 .859™
Sig. (2-tailed) .000 .002 .003 .000
N 30 30 30 30 30
KM4 Pearson Correlation 465" 770" 5317 1 .833"
Sig. (2-tailed) 010 .000 .003 .000
N 30 30 30 30 30
KMTOTAL Pearson Correlation 762" 719™ .859™ 833" 1
Sig. (2-tailed) .000 .000 .000 .000
N 30 30 30 30 30

**_Correlation is significant at the 0.01 level (2-tailed).

Correlations

KM1 KM2 KM3 KM4 KMTOTAL
KM1 Pearson Correlation 1 .160 .610™ 465" 762"
Sig. (2-tailed) 397 .000 010 .000
N 30 30 30 30 30
KM2 Pearson Correlation .160 1 546" 770" 719"
Sig. (2-tailed) 397 .002 .000 .000
N 30 30 30 30 30
KM3 Pearson Correlation .610™ 546" 1 531 .859™
Sig. (2-tailed) .000 .002 .003 .000
N 30 30 30 30 30
KM4 Pearson Correlation 465" 770" 531 1 .833™
Sig. (2-tailed) 010 .000 .003 .000
N 30 30 30 30 30
KMTOTAL Pearson Correlation 762" 719™ .859™ 833" 1
Sig. (2-tailed) .000 .000 .000 .000
N 30 30 30 30 30

**_Correlation is significant at the 0.01 level (2-tailed).
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Correlations

KM1 KM2 KM3 KM4 KMTOTAL
KM1 Pearson Correlation 1 .160 .610™ 465" 762"
Sig. (2-tailed) 397 .000 .010 .000
N 30 30 30 30 30
KM2 Pearson Correlation .160 1 546" 770" 719™
Sig. (2-tailed) .397 .002 .000 .000
N 30 30 30 30 30
KM3 Pearson Correlation .610™ 546" 1 531 .859™
Sig. (2-tailed) .000 .002 .003 .000
N 30 30 30 30 30
KM4 Pearson Correlation 465" 770" 531" 1 .833"
Sig. (2-tailed) 010 .000 .003 .000
N 30 30 30 30 30
KMTOTAL Pearson Correlation 762" 719" .859™ 833" 1
Sig. (2-tailed) .000 .000 .000 .000
N 30 30 30 30 30

**_Correlation is significant at the 0.01 level (2-tailed).




Uji Reliabilitas

Kualitas Merek

Reliability Statistics

Cronbach's Alpha | N of ltems
789 4
e Asosiasi Merek

Reliability Statistics

Cronbach's Alpha

N of Items

.798

4

o Kesadaran Merek
Reliability Statistics
Cronbach's Alpha | N of Items

843 4
e Loyalitas Merek

Reliability Statistics

Cronbach's Alpha

N of Items

.893

4

Keputusan Pembelian

Reliability Statistics

Cronbach's Alpha

N of Items

.838

4
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Analisis Statistik Deskriptif

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation
KM1 30 2 5 4.23 .898
KM2 30 3 5 4.63 615
KM3 30 2 5 4.30 .750
KM4 30 3 5 4.67 .606
Valid N (listwise) 30

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation
AM1 30 3 5 4.40 .675
AM2 30 1 5 4.20 1.064
AM3 30 3 5 4.47 .629
AM4 30 3 5 4.43 728
Valid N (listwise) 30

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation
K1 30 3 5 4.43 .679
K2 30 3 5 4.47 .629
K3 30 3 5 4.30 702
K4 30 3 5 4.57 .626
Valid N (listwise) 30

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation
LM1 30 1 5 4.27 .944
LM2 30 2 5 4.33 .802
LM3 30 1 5 4.07 1.230
LM4 30 1 5 4.13 .937
Valid N (listwise) 30
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Descriptive Statistics

N Minimum Maximum Mean Std. Deviation
KP1 30 1 5 4.33 1.028
KP2 30 3 5 4.50 .630
KP3 30 1 5 4.07 1.230
KP4 30 3 5 4.47 571
Valid N (listwise) 30
Uji Regresi Linear Sederhana
Kualitas Merek
Model Summary
Adjusted R Std. Error of the
Model R R Square Square Estimate
1 .7882 621 .608 1.864
a. Predictors: (Constant), KMTOTAL
ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 159.645 1 159.645 45,931 .000P
Residual 97.322 28 3.476
Total 256.967 29
a. Dependent Variable: KPTOTAL
b. Predictors: (Constant), KMTOTAL
Coefficients?
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) -1.021 2.734 -.373 712
KMTOTAL 1.031 .152 .788 6.777 .000

a. Dependent Variable: KPTOTAL
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Asosiasi Merek

Model Summary
Adjusted R Std. Error of the
Model R R Square Square Estimate

1 .8222 676 .664 1.726

a. Predictors: (Constant), AMTOTAL

ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 173.588 1 173.588 58.294 .000P
Residual 83.379 28 2.978
Total 256.967 29
a. Dependent Variable: KPTOTAL
b. Predictors: (Constant), AMTOTAL
Coefficients?
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .252 2.264 111 912
AMTOTAL 978 128 .822 7.635 .000

a. Dependent Variable: KPTOTAL
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Kesadaran Merek

Model Summary

Adjusted R Std. Error of the
Model R R Square Square Estimate
1 7382 544 .528 2.046
a. Predictors: (Constant), KTOTAL
ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 139.777 1 139.777 33.397 .000P
Residual 117.190 28 4.185
Total 256.967 29
a. Dependent Variable: KPTOTAL
b. Predictors: (Constant), KTOTAL
Coefficients?
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) -.555 3.124 -.178 .860
KTOTAL 1.009 175 .738 5.779 .000

a. Dependent Variable: KPTOTAL
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Loyalitas Merek

Model Summary
Adjusted R Std. Error of the
Model R R Square Square Estimate

1 .878¢2 770 762 1.453

a. Predictors: (Constant), LMTOTAL

ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 197.870 1 197.870 93.750 .000P
Residual 59.097 28 2.111
Total 256.967 29
a. Dependent Variable: KPTOTAL
b. Predictors: (Constant), LMTOTAL
Coefficients?
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 4.640 1.341 3.460 .002
LMTOTAL .758 .078 .878 9.682 .000

a. Dependent Variable: KPTOTAL
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Influence of Brand Awareness, Brand
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Abrtract—Shapping Lhrough e-commence is ane o Lhe
new ook in lhe correnl e, Vardous brunds offer the
large seleclion of prodwcls or services making shopping
throwgh e-commerce like shopping in the dily cenler, bul
oaline. Carrently, many e-cmmerce companies are ran-
ming similar services becanse e-commerce i imporianl
by build a strong bramd from the aodience and shows
the value of the progducts or services they ofler. The aim
of the research i Lo see bow signilicant the inlleence
of Shopees brand eguily & on comumer porchasing
decisions in Indonesia. The research appliess a gquanti-
Lalive wpproach wilh inear regresion analysis b see Uhe
wamsal relalionship belween varishles, wilh the help of
the SI"5 23 applicalion Gr windows. Dals are colbeclsd
by diciribuling strwclured jueslionnaines onfine o 100
respomdents [nm various sepmenis of sge, sender, sl
aren ol reidence. The resulls show Lthal Lhe varishles
off brund equily incleding brand awareness, perceived
apualily, s brund loyaslly have an inllsence on comsumer
purchaxing decisions. However, bramnd sscocialion has
nt elfect on purchasing decision. The mosl influential
varishle sn purchacing decikions & brand loyally [rom
all the wvarishles used. Moresver, il ix sugpesied hal
Shupee application managers shoubd pay more sllention
L lactvrs hal allect bruend egquily siece il has a posilive
and signilicunt influesce on soline purchasing decisions.

Index Termy—Brand Awareoes, Bromd Assecation,
Perceived Qualily, Brond Loyally, Consamers” Purchas-
ing Decisions

I I TRODUCTION

COMMERCE or eleclionic commeioe is oom-
Emonly called an onlinc storc. Nowadays, many
poogde have staned w switch from traditional shopping
1o ooline shopping. There arc many advantages of
online shopping, such as no need o leve the bouse,

Received: July 3, MI21; received in revised Torme Clee 15, X020

mecepied: et 15, AI21; sveslshle anline: Feh. (07, MQ2
*Cormesponding. Author

practically anywhere al any time, and a wide selection
of prodects. Shopee is one of the c-commerse siles
that Indesnesians ofien we. Shopoe offers & varicty of
products and services ranging (rom fashion w daily
noceesilics. Besides being website-based, Shopee s
alen prescnd in a mobile application, making it casicr
fior poople (o access il anviime and anywhere from the
amartplome.

Shopee has begen w enter the Indonesian market st
the cmd of May 2005, H is a subsidiary of Ceancna hased
in Singapore. Shopee is present in several Southeast
Asian countrics, such s Singapore, Malaysia, Victnam,
Thailand, the Philippines, and Indoncsia. it offers many
products, but the cateporics offered aie more focused
on fashion products and bovschold goods. 1t also
implemcnts an inlefactive service system that makces
it casicr for sellers and buyers o interact theough the
Live Cheat featore and make paymcnls

Muorcover, it provides various payment systems, such
as bank transfor, Indomarct, Kredive, credit cards.
Besides that, it aleo offers the ShopecPay that can
b wsed & an dectromic wallet and Shopee Coin or
winual eoins o get results from paschasing goods with
promos. With a particular cashback system, Shopoc
Coans can be exchanged for discounts when purchasing
posids

In the Intcroet era, the rapid devclopment of the
business world creates business rivals, mothers who
only stay al home can scll products and compete with
companics. B-commerce plays an imponam role in
connceling scllers and buyers. With a large selection
of products of services in the market being an ad-
vanlage of c-commeree, it also means incrcasingly
ficree business competition. Marketing i one of the
main aclivitics carmicd owl by companics 10 maintain
their survival. However, in modern markcting like this,
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the markcting paradigm has shified. The companics
do not only creale transactions W achicve marketing
ek, bol they most aleo improve scrvice quality
o achicve customers’ commitment and loyalty on
time [1]. Therefose, c-commeres must have a brand
o convines the audicnce and show the valos of the
prodscts they offier

A brand i& a sign or symbol thal serves s a ool
1o wdentify the product of a company o basincss and
differentisie it from competitors. A brand can also be
defined as sellers” promise w buyers that they will
consistently deliver distinet featoses [2]. Branding not
aonly defines an identity but alsy creates an emotional
bomd between consomess’ senses wherever they anc.
So, in the end, a brand can provide brand awasencss
o consumers and make them re-cvaleate all product
catepofics (brand associations) o cicate brand loy-
alty [3]. Specifically, onc of the cssential sdvantages of
an catablished brand is the brand co (|

TAHLE N
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(FP2F) Arrocarons on A re e S o Goocie Poay.
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ER TR Eahabapat
4 Bubsbgsk  (LX
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the creative indusiry arc supporicd by iclocommuni-
calion operators that have commitied to providing a
digital platform o suppon bogistics, c-oommerce, and
financial services basi The deviclof i of this
industry is rapid, similar busincss players are growing,
and the competition is getting higher. It can be socn
Trom Shopec's business performance, demonstrated in
six countrics in Sootheast Asia. Shopos has achicved
a tolal tr n value of more than 1S3 3 billion

o its loval costomers [2]. I ocan be concluded that
biands have the power 10 atiract repeal parchases of
products of scrvices. Hence, il is nol serprising that
iy consumers buy cortain brands with higher selling
prices than other brands with lower prices for similar
prodscts of sorvices.

Bramnd cquity is a set of assets or lizbilitics associated
with & brand, name, or symbaol b0 incrcase or docrcase
the waloe provided by a product of service o a com-
pany of cusiomers. Brand cquity can be grouped into
four dimensions: brand swarcness, percecived quality,
brand association, and brand loyalty [4]. Products that
have strong brand equity can compeie and dominate
the markel. Morcover, a high valee of brand cquity
is the desire of cvery brand. It implics that the brand
has closencss o the public markel. Consumers alao
consider brand cquity in purchasing decisions. It is be-
canse brand cquoity can shape consumers’ percepliong
of a product that is belicved o have higher guality
than other products [3]. Brand cqoity is an asset that
can provide ils own valee in the cyes of customers,
if the brand cquity is high, then the added valoe that
comsumers get from the prodeet will also increase
comparcd @0 other product brands [5]. In short, the
valoe offered by the prodect o the audicnee is known
a5 hrand oguity [1].

According to data from ccommeroeig.asia 6], in
2015, the value of c-commense ransactions resched
US33.56 billion or around Rpd6 irllion. Then, in 2006,
it reached US34ED billion or more than Bp6R wrillion.
It wias catimated that it wouald continoe o grow stesdily
wndil 2020, This increase coincided with the mamber of
Internct users in Indoncsia, with 82 million people o
about 304 of the wotal populstion in Indoncsia.

Mogcower, the digital coonomy and applications of

in Southcasi Asia and Taiwan. Shopee also ranks first
in the op five of Costomer o Costomer (CHCY Peer
o Peer (P2 applications (Apple 105 and Google
Play) [6], & scen in Table L

Brands are very important to stimulaie costomens o
make purchases and bocome loyal to the brand. When
customcers face various brands, priccs, and prodect
attributes. they tend o chooss the brand first and
think about the price later. So, acconding o the theory
proposed by Aaker, brand cquity can affoct costomer
confidenee in purchasing decisions  |T). IF previoos
rescarch cxamings the brand cquity of companics that
acll products or serviees [4), the sescarch soes how
significant the inflocnce of brand cquity is on por-
chazing decisions in c-commeree. Looking st the tiend
of website visitor data and data on the popularity of
mobile c-commerce applications, the rescarchers wse
Shopee as a sample of the rescarch.

1L Liverarure REVIEW
A Bromd Equiry

Brand cquity is the differential effeet of the com-
hination of brand awarcncss and brand mcaning on
consumers’ esponse on brand marketing 8], Brand
mcaning refers W the consumer’s dominant perccplion
of company brand. Brand cquity is & mulidimensional
construction of the influcnee of brand image o attitede
wewards a particular brand [9]. The brand cquity of a
prosduct of serviee s shaped by several factors: brand
image, perecived quality, brand association. brand
awarcness, brand lovalty, and country of ofigin. All
of which can add or roduce the value of a prodect
of serviee [2]. Many modifications were made to the
sub-variabbes 1o measere brand cquity, both in temms of
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concepts and thoories. So that it can be adapted o the
mewds of rescarchers, However, one theory that is sl
commonly wsed is Aaker [2], which measurcs brand
cquity with four dimensions: brand awarencss, brand
association, perccived guality, and brand hoyalty.

B. Brond Awareneis

Brand awarcncss s prospoctive buyers” ability 1o
recogniac and recall a brand as part of a coriain prod-
wet [10]. Brand swarcness can belp the brand cxpected
by the company, create costomerns” familiarity with the
brand, and demonstrate commitment o it Acconding
o Beller, brand awaneness consists of two dimensions.
First, brand recognition is consumers” ability 1o recoog-
nize brands that have boen shown as evidenee. Sceond,
brand memory means consumcrs’ abilities W tigger
brands in memory when feeognizing prodocis, noeds
theat can be met, porchases, of siteations as time [11].

. Brand Associations

Brand association i a conoepl that links consamers’
mcrmrics with a particular brand [2]. 1t is important 1o
encate Favorable brand associations and a trostworthy
brand to identify succcssfol consumers” attitedes o~
wards a brand or company. According 1o Aaker, there
are three dimensions 1o measure brand associstion.
First, attributes describe the charseteristics of a brand.
What consumers think is related to the brand o al-
tached o it when boying or consuming it Prodect
attributes are divided into several indicators: prodoct
quality, prodoct featuses, product sivle and design,
product support scevices, brands, packaging, and la-
bels, Seoond, benefits are persomal valoes aftached o
a prodect of service. I i categoriecd into thice types:
functional, capericntial, and symbsolic. Third, attitade
iz an cvaluation of liking the wse of products related
o sell-modivation [11].

I Ferceived (uality

Perocivied quality is the customers’ perecplions of
the quality or superiogity of a product or service in
terms of iis function comparcd o other prodocis [11).
Customess’ perecplions ane an asscssmcnl, which is
mol always the same from obe costomer o anothes.
Perccived quality is objective. It can be the customers’
perecplion of the attributes that are considered impor-
tant to them. A positive perecived guality can be bailt
throwgh cffons o ddentify the dimensions of guality
that are conssdened impodtant by customers (Langel
ket segments) and build qoality perceplions on the
eascntial dimensions of the brand. The dimensions of
brand quality can be seen from several aspects: brand

performance, feateres, conformance o specifications,
reliability, durability, and serviccability [11). In cer-
tain prodect classes, the customers can sec imponant
dimensions directly through an overall quality asscss-
menl. For example, the amount of foam prodoced by a
detergent indicates a mose effective cleaning capability.
Customers” positive penccived quality can provide var-
ious benefits for brand development, seeh as creating a
chear position and opening up opponunitics for brand
RIS,

E. Brand Lovalty

Loyalty & a form of loyal costomer behavior mot
o change brands. Meanwhile, brand loyalty measures
consumers’ loyalty 1o a beand and the cose of brand
cquity, which is a central ddea in markcting becausc
it measures a customer's relationship woa brand [11].
Lavyalty or brand loyalty is a level above bramd awarnc-
nicss. Brand lovalty and interest have a significant influ-
OGS o . Lioyal oo % buy their favoriie
brands regularly and wend ool o switch brands |2).
According o Algesheimer, brand loyalty has two di-
mensions [11]. First, behavioral brand loyalty is a
deeply beld commitment o consisiently repurchase a
jprefermed service in the futere, despite situational influ-
cooes and marketing cffons that show the potential o
cause the behavior. Socond, attitedinal brand loyalty i
the repurchase intention, willingness o pay & preminem
jprice or availability of loyal consumerns o spend morc
tr by the brand, and intcntion o alk abool good
things regarding the brand.

F Comsumers’ Punchase Dection

Purchase decision is the seleetion of two o morc
allemative chobees of consumers in purchasing |8).
Online purchase decision-making for consumer: is a
dynamic process consisting of varous stages. The
traditional model of the porchasing decision-making
process inclodes five stages: problem feoogrition, in-
formation scarch, evaluation of aliermatives, purchasing
decisions, and post-purchase behavior [2]. According
o Kotler and Ecller, the baying process beging when
the buycrs realize a problem or need iriggered by
intcrnal or extemal stimli [7]. According 1o Asker,
purchasing decision indicators arc buying  stability,
considerations in buying, and conformity of attribates
with wants and necds 7). Brand cquoity is a considera-
tion for consumcrs in purchasing decisions bocawse it
can creale a positive image. 5o, it increascs purchasing
decisions [5].

For consumers, freedom is oficn expressed by a va-
ricty of product chodces. There is abways a chobee. 5o,
thire is always an opporoanity for consemers o make a
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Fig. 1. Hescorch maodel

docigion. In addition, cxperimental eonsumer nescanch
reveals that giving consumcrs choiccs when there is
actually no singhe choice can be the right business
strategy. This stralcgy can increase sales massively [8].

I BesesrcH MEraoon

A Research Type

The fescarch applics a quantitative approach with
an analysis of cansal selationships. The independent
wariables consist of brand swancness (X1), perecived
quality (X2}, brand sssociation (X3), and brand loyalty
(XA Meawwhile, the dependent variable is purchase
decision (). The data weed are primary date, throogh
surveys o respondents (sample). The sccondary data
are: from lilcratare studics related o problems, websice
iraffic, and documentation information aken throough
the onling system from sites that can b accounted
for. Then, the population i the Indoncsians who use
Shopes.

B Resenrch Model

There are four clements of brand cquity in the
rescarch model. 10 inclodes brand swareness, brand
association, perecived quality, and brand loyalty. The
mdizl can be scen in Fig. 1.

i H_}}.lmﬁem

The analytical tochnigue o test the mescach hy-
pothesis i muoltiple lincar regression analysis, with the
help of Statistical Programs for Social Scicnec (SPSS)
apftware wersion 23 for Windows., The hypothescs
proposcd anc as follows.

« HD: Brand oquity, incloding brand swarencss,
brand association, perccived quality, and brand
loyalty, docs oot affcet purchasing decisions si-
multancously or jointly.

» HI: Brand oquity, incloding brand awarencss,
brand association, perccived quality, and brand
loyalty, has a positive and significant influcnce on
purchasing docisions simuliancously or jointly.

= H2: Brand awarcncss affcets purchasing decisions
partially or scparatcly.

= H3: Perceived quality affects purchasing decisions
partially or separately.

» H4: Brand association affects purchasing deci-
spoies partially or scparatcly.

= H5 Brand loyalyy affeets purchasing decisions
partially or scparatcely.

0. Poypralarion and Sample

The method applicd in the rescanch is a quantitative
approach. This approsch is chosen bocawse it is popular
in the fcld of perchasing decisions In detcmyining the
namber of samples, the rescarch applics a wechnigos
of formula in accordance with the theory of Mancsh
K Malhotra. At beast the number of samples must be
s oF five times the number of question itcms. So, 100
samples are obtained from 5 (variables) = 20 (guestion
items) [12). Then, the gquestionnains is measerod osing
the Likenl seale to obtain primary data for analysis.
The Likent scale consists of 1 (strongly disagree), 2
(disagree), 3 (doubtful), 4 (agree), and 5 (suongly
apos).

Because the research is conducted during the Covid-
19 pandemic, the rescarchers cannol carry oul a direet
distribution. So, the questionnaine is distributed online.
The data collection is assisted by social media-based
applications, such as WhatsApp, Telegram, Instagram,
amd Facchook. The distribution of the questionnaines
was carsicd out for seven days, from May 28%, 2021, 10
Junc 4%, 2021. The questionnaire addresses questions
that clearly focus on faciors that are relovant o por-
chasing decisions in making online porchascs. Chuocs-
tsonmaires are distriboted w1000 respondents wsing a
nioii-probability sampling technigoe. Then, the method
of determining the sample is purposive sampling with
Shopee wers who both access it through the website
amnd mobile applications (Android). The gquestionnaine
is divided into six pars: respondents’ demographic
information, brand awascness, perccivod quality, brand
amsnciation, brand loyalty, and conswmers” purchase
decision. Then, the four variables of the brand cquity
are measured with fowr ststemvent fems cache In the
rescarch, purchasing decisions are defined as online
haying behavior

In the: demographic information section, the respon-
demts are asked aboot their name, gender, ape, and
arca where they live. There are 39 men (399%) and 61
women (61%). Becawse the questionmaine is distribuied
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online, the sample is within the scope of the Indonesia.
The detail of the respondenis’ age and segion is shown
in Table I

E. Validiy and Reliability

According o Sckaran and Bowgic, validity is test
af how well the instrament developed for measone a
particular concepl that is supposed 10 be measured. It
mcans that the measuring instroment vsed o obtain
the data is walid [13]. In the rescarch, the wol o test
the validity of the guestion itcms on the question-
maire is o use corrclation Pramon's prodoct moments.
The guestionnaire consisis of 16 guestions covering
4 dimensions of brand cquity: brand awarcness (X1,
perccived quality (X2), brand associstion (X3), brand
loyalty (X4, and four guestions abowt a porchasc
decision. The indicators in the brand awarcness arc
the level of brand awarcncss ranging from the level
of rocognizing the bfand, namcly the coslomers can
recognies @ bfand, o the level whene the brand be-
comes a dominant recalled brand. It means that the
brand bocomes a pan of the consideration o allow
customers 1 choose the brand. Brand ascociation in-
dicators are in costomers” memory reganding a brand,
including product form or charscteristics, benefits for
customers {rational or paychological benefits), relative
prices, case of wse, customers” charscteristics, lifestyle
ar personality, product class, product competitons, and
product geographic location. Then, perecived quality
i% the customers” perception of a prodect or service's
overall quality or superiorily concerning its intendod
purposc. The indicators of perocived quality ac in the

form of brand performance, feateres, conformance o
specifications, reliability, darability, and serviceability.
Muorcover, brand loyalty is related o customers” loy-
alty o the brand. Meanwhile, consumers’ purchasing
decisions are influcnced by their behavior in buying
produects. The indicators for purchasing decisions arc
buying siability, consideration in baying, and suitahil-
ity of atribuics with wants and peeds. The indicatons
can be scen in Table TIL

To st the validity of the guestionnaine, the ne-
searchers use the Poarson prodect-moment cornclation
cocfficien & a measuring 0ol Poason’s prodect-
momcnl codrclation is wsed to test the validity of the
questionnaine in the rescarch. The validity of the data
is soen from the valoe of the corrclation cocfficient ()
with a significance level of 0,05, If r-count is groeater
than r-table, the questionnaine a5 a8 measering ool i
walid. Howewer, if the r-count s smaller than the -
tahble, the questionnaine as a measoring ool s ot
walid [10). The number of samples studied i 100, with
a sgnificance of 5%. Then, the value of the r-table is
0196, It can be concluded that all iems of the sescarch
statement are valid. Table TV shows the validity test
resulis,

The instrement is said to be reliable is an instroment
which, when wsed several times o measore the samc
objoct, will produce the samc data [ 13]. In the rescanch,
Cronbach’s alpha siatistical st is wsed o measure the
lewel of reliability. In Cronbach’s alpha statistical st a
wariahlc is said o be relighle if Cronbach’s alpha valuc
is greater than 05 [14]. Question itcms on variables
X1, X2, X3, X4, and Y arc declared reliable because
they had Cronbach's alpha valoe of morc than (050,
The owtpat is prescnted in Table V.o

IV, BESurs anp DNScussion
AL Claxsie Assumpiton Test

The purpose of the closical assumplion st is o
ohlain a regression cquation that has the Best Lincar
Unbiased Estimator (BLUE) propery. The classical
assumplion sl carfied out in the reseanch is the -
collincarity test, helercedasticity test, and pormality
=2

Firat, w0 find out whether there is moltioollincarity
in the regression mode or not, the rescarchers look at
the valee of the Varance Inflation Facter (WVIFL IF the
WIF value is greates than 10 and the wlerance is below
0.1, the multicollinearity occurs [15]. Table W1 shows
that the VIF valae for all variahles & more than 10,
and the tolerance valee s more than (L1, So, there is
i multicollincarity between variables

Secomd, a heteroscedasticity st sces whether there
is @ similarity or dissimilarity of variance betweoen onc
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has occuried [15). From Fig. 2, the points spread

obecrvation and another in a regression model. 1t uses
a seatterplol graph. A pood regression model wsoally
docs not cxpericnes heteroscedasticity. Throwgh the
scatterplot graph, it can be scen whether a regression
miode] has heteroscodasticity or nol 1T there is a conain
pattern in the graph, it indicates that beteoscodasticity

randomly ahove and below the nomber 0 on the Y-axis.
It can be concluded that there is no beterosoedasticity
in the regression model in the rescanch.

Third, Fiz. 3 shows that the points approach the
diggonal line. I the distribustion of residoal data is
normial, the line that describes the actual data will
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follow the diagonal line | 15]. Thos, the maodel i good.
It can also be stated that the distribution of the residual
data is normal
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Multiple regression analysis is condwected 0 deter-
mine the cffect of brand cquily comsisting of brand
awarencss (1), perecived quality (X2), brand associ-
ation (X3), and brand loyalty (X4), on purchasing deci-
sions () with Shopee. From Table VI, the repression
cquation is oblaived as follows.

¥ = L7000+ 0.215X1 + 0.241X2

HLIIGXS + 0.368.X 4. (1)

Based on the regression oguation in Eg. (1), it can be
concluded that if the brand awarencss (X1, perocived
quality (X2, brand association (X3}, and brand boyalty
(XA) have a constant value, the purchase decision will
b worth of 1.700. Morcover, if there is an incrcase in
the valoe of brand awarencss (X1, perocived quality
(X2}, brand association (X3), and brand loyalty (X4),
it will increase the purchasing decision.

TAHLE Vil
F-TrsT Besuurs.

Mcak] Sum of Squares. [0 Mo Sopuamc F o S
Roprocsen AT4.837 4 1IEEsy  3nlls 00
Ruzidhaal AL 9E AR
Tl TERIBD
TABLE 1X
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Vaimbke  TThk T-Cosa Sig Crilerm
X1 1085 21342 gl H2 i mwcpiol
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X3 (K ] 05 0MT  He o cjecad
X4 1085 5512 DD HS in soocplal
TABLE X
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Mokl R RSl Adjusiol R-Sqoecd
] 5 s [
C. F-Test
All independent variables isting of bramd awase-

ness (K1), perccived quality (X2), brand association
{X3), and brand loyahy (X4) have a significant effect
on the dependent variable of porchasing  decisions
Y} simultancously. From Table VI, the rescanchers
ohiain a significance value of 0000 or bigger than (.05,
It implics that HO i rejecied and H is aceopled.

D. T-Test

The t-est is condocted w determine the offect of
cach indcpendent variable soparaicly. According o
Table IX, it i= known that brand aswarcncss (X1],
perceived quality (X2), and brand loyalty (X4) have a
positive and significant influcnce on online consumers’
purchasing decisions with the Shopee. However, brand
association (X3) docs not inflocnce poschasing doci-
0.

E Muliple Coefficient of Determination (R2)

Tablc X shows the coclficient of determination (R}
of U603 I means that the independent varables
consisting of brand awareness (X1, perecived quality
(X2}, brand asseciations (X3), and brand loyaliy (X4}
can cxplain 60.3% of the dependent varisble {purchase
decision (Y)). Meanwhile, the others (39.7%) ane cx-
plaincd by other variables that arc not discusscd in the
reseanch.

F. Diseusiion
A strong brand can build an image in the sedicnec's
minds through the right marketing stratcgy and provide
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added valoe 1o the offcred value by a product o the
awdicoce, which is called brand cquity.

Many factors influcnee consumers in buying a prod-
wel, such as brand cquity, price, packaging, or attribotes
altached o the product. However, scoording to the
caplanation, when consumers are faced with choices,
snch as brand equity, price, and prodoct siribales, they
will wend o choose the brand name frst and think
abowl the price later. The higher the brand cquity of a
jproduct is, the higher its appeal will be to the sudicnee.
Brand cquity i grooped indo four dimenssons: brand
awarcncss, perecived quality, brand sssociation, and
brand loyalty [4]-

Based on the data presented in Table WIL the four
dimensions of brand equity which inclede brand awarne-
mess (M1}, perccived quality (X2), brand associations
(X3}, and brand loyalty (X4), have a significam cffeet
an consumers’ purchasing decisions togcther. With a
significant valee of 00N, it proves that brand cquity
significantly affecis onling product parchasing deci-
siong throwgh Shopoee

The: first hypothesis (H1) that brand cquity, incleding
brand awarencss, brand association, perecived quality,
and brand boyalty, simultancously o jointly has a posi-
tiwe and significant influcnee on purchasing decisions is
acceplod. It is with the fegression oquation in Eg. (1),
This result is cvideneod by the resulis of the Fasst
analysis, which shows the caleulsted F-valoc is 361 16.
It iz bigger than the Frable valoe of 247 Then,
the significance level is 00000, which is smaller than
the significance probability of (L05. Thus, the resulis
suppont the previows study that brand cquity, including
brand awarencss, perecivied quality, brand association,
amd brand loyalty, has a positive and significant effect
on purchazing decisions [1]. The resalis indicate that
the: brand cquoity of c-commeres can provide valoe o
thi gossds sold in it and affeet the decizion to purchase
gonds online.

The socond hypothesis (H2) that brand awarcncss
alfeets purchasing decisions pantially of scparatcly is
acceplod. Brand awarcness has a positive and signifi-
cant cffect on purchasing decisions, with a regression
cocflicicm walue of 0215, I is cvidenced by the
mesults of the et analysis, which shows the oowmt
walue of 2.342 (bigger than the table value of 1.985)
amd the significance lovel of 0021 (smaller than the
significance probability of 0U05) Thus, the csulis ac
in line with previous studics that brand awasencss
has a positive and significant impact on purchasing
docisions [1]. The resulis also indicaie that markciplace
af c-eommerse brands can influcoce online puichasing
decishons.

The third hypothesis (H3) that perecived quality
alfcets purchasing decisions partially or scparaicly is

accepled. The poerccived quality has a positive and
significant cfficet on purchasing decisions with a re-
arcssion cocfficient valoe of 0241, It is also proven
by the results of the et analysis which the t-eount
value is 2419 (bigger than the +-able value of 1.985),
and the significance bevel is 0.0017 (smaller than the
significance probability of 0.05). Therefore, the reslis
support the previows stody that perceived quality has
a positive and significant cffect on purchasing doci-
spons [ 1] The resulis show that consumers” perocived
quality influcnees purchasing decisions throagh wnigue
attributes and ercates strong reasons for conswmers
who wanl o shop onling 0 perchase through the
diesired marketplace or c-commenee.

The fowrth bypothesis (H4) that brand association
affocts purchasing decisions panially or scparately is
rejectod. The brand association has o positive and
significant effeet on porchasing decisions with a re-
arcssion coclficient value of (U1TG. The i-test analysis
resulis show the t-oount valos of 0945 (smaller than
the t-table valee of 1.985) and the significance level
of 0347 (bigger than the significance probability of
005). o, the results ae nod in line with the previous
rescarch [1). It is memtioned that brand association
has a positive and significant cffeet on porchasing
decisione. The resulis indicate that brand association,
such as the difference in the value of Shopoe’s prod-
ucts from the other markciplace and the addition of
other wnigue featwres {Live Chat), has no effect on
consumers” purchasing decisions in online shopping.

The fifih hypothesis (H5) that brand lovalty affccts
purchasing decisions partially or separatcly is accopiod.
Brand loyalty has a positive and significant effieet
on purchasing decisions, with a repression cocfficient
valuc of 0L368. The resulis of the t-west analysis also
show it It shows that the ooent vahse is 5512 (bigger
than the t-able valee of 1.985), and the significance
level is 0.000 (smaller than the significance probabilicy
of 0L05). S0, the rescarch supponts the previows study
that brand boyally has a positive and significant effeet
on parchasing decisions [1]. The resulis indicate that
customcrs who ane loyal o a brand tend w be mone
confident in the chosces they make. Morcover, brand
lopalty of the marketplace of e-commeroe can infleenos
oaline parchasing decisions. Costomers feel a bond
with the brand, which raiscs their confidence in making
purchasing docisions.

The mest inflocntial variable on porchasing dici-
shons i brand loyaly from all the variables wsed. It
is proven by the valos of ihe pariial detcrmination
cocfficicnt cqual o 0368, It means 36.8% of puor-
chasing decisions are inflecnced by brand loyalty. In
other words, incrcasing brand loyally will considerably
influcnee purchasing decisions through Shopes.
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Based on the rescarch resulis and discussions that
have boeen carried ol the suggestions that rescarchers
can give are as follows. First, Shopee application nan-
agers should pay mofe atiention o factors that affeet
brand cquoity since it has a positive and significant
influcnce on online purchasing decisions. Sccond, the
Shopee application manager should Focus mose on in-
creazing the brand loyalty of Shopee. The manager can
hold cvents that can increase love for the Shopos o use
famons brand ambassadors in socicty. In the rescanch,
brand loyalty has the greatest influcnoe comparcd 1o
other variables.

W, CoMCLUSION

Aficr rescarching the relationship betwoeen  brand
cquity variables comsisting of four dimensions {brand
awareness, perociviod quality, brand sssociations, and
brand loyalty) to comsumer purchase decision variables,
the rescarch concludes as follows, Partially, brand
awarcness has a positive and significant influenee on
purchasing decisions. 1L means that cvery tme thens
iz an incrcase in the valee of brand awarcncss, thene
will be a valoe increase in consumers’ purchasing
decisions. Then, the perecived quality has a positive
and significant inflecnce on porchasing goods online
thdough the Shopoz. IF thefe i@ an ibefcase in per-
ceived quality valee, the consumers” purchase docigion
will also capericnee an increase. However, the brand
association docs ol positively and significantly inflo-
enee consumers” purchasing docisions. It means that
cvery Llime there s an incrcase in the value of the
brand association, there is oo cffect on the consumers’
purchasing docisions. Meanwhile, brand loyaly has a
positive and significam inflecnce on the consumers’
purchasing decisions wing the Shopee application. Tt
implics that every time there i an increase in the valoe
of brand boyalty, the consumers’ poschase docigion
variahle will alio cxpericnes an incrcasc.

The nescarch is conducted o see the relationship
between brand cquily variables consisting of four di-
mcnsions of brand awarencss, perecived quality, brand
associations, and brand lovalty o the consumers’
purchase decision simoliancously. The brand cquity
wariahles have a positive and significant relationship.
Every time there is an increase in the valoe of the
brand oquity, the consumens” purchasing decision will
algn cxpericnee an increase. The dimension that most
influcnces consumers’ purchasing docisions is brand
loyalty. Tt implics that the more loyal eonsumers ans
1o the brand, the greater the possibility that they will
by the product.

Many factors influcnc: purchasing docisions, but the
rescarch only focuscs on brand cquoity. The findings

are that the brand cguity of c-commenss infloceees
purchasing decisions of & prodwel. For cxample, when
a consamcer wants W shop for clothes with the Erigo
brand with the model and the same sise on two
different platforms, the customers will prefer the plat-
form they fecl has high brand valee. The limitations
are the variables wsed in the rescarch, Morcover, o
fiscus morc on an arca wsing an cven sample, it is
necessary o simplify the questionnaires. Acconding o
the rescarchers, there are still wo many words in onc
question so that respondents can be mone informed and
casicr o wnderstand.

Further reszarch can also add other vasiables that in-
Muence purchasing decisions and use different rescarch
objeets and & larger number of evenly distributed
samples throughout Indonesia, In addition, fotare ne-
scarchers can aleo simplify the guestionnaine. In the
rescanch, there are still o many staemenls in onc
variable. Hence, readers can mose casily understand
what is measured in the rescarch.
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